(Quantitative research)
(Survey research method) (One shot study)
(Questionnaire)
18-45
(Multi-stage sampling)

400 SPSS (Statistical Package for the Social
Sciences) for Windows

(Descriptive analysis)
(Frequency), (Percentage), (Mean)

(Standard deviation)

(Inferential analysis)

Independent Sample t-test, One way ANOVA ANOVA Repeated Measures



19.8)

(

115

208

64.5)
57.0)

(

(Pearson's product moment correlation coefficient)

26-30

28.8)

400
52.0)

89 ( 22.3)

192

48.0)

31-35

10,000

(

258

228

114



115

(Offensive

product) 10 ,

Fam (2002, as cited in Waller, 2004) 4
(Gender/Sex related product),
(Social/Political group), (Addictive product)
(Health and care product)
(Offensive execution)

12 )

, (Offensive media) 5
(Broadcast media) (Non-broadcast

media)
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2 y 1
2.67
(3.08) (2.67),
(2.59) (2.31)
3
(Dating service) (3.46), (3.15) (Chat-line service)
(3.03) 3
(2.16), (2.24)
(2.26)
3.71
(3.78)
(3.74) , (3.48)
3
(4.36), (3.97)
(3.94)
3 (2.92),
(3.36) (3.42)

3.40



(3.53)

(3.31)
(3.91)

(3.19) (3.15)

1.87

(2.23)

(1.61)

(2.36)

(1.45),

(1.53)

(2.35),

(2.29)

(1.93)

(3.39), (3.35),
1
(1.91),
(1.48)
(2.67),
(2.28)
(1.48)
(2.14)
(2.08)
(2.07)
3
(2.34)
(1.67),
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*!}



2.02

(2.02)

(2.08)

(1.99)

0.05

(2.04),

(2.01),

(2.00)

0.05
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H1:

H2:

0.05

0.05

0.05

0.05
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H3:

H4:

H5:

H6:

H7:

0.05

0.05

0.05
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0.05

0.05

0.05

0.05

0.05

0.05
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!

0.05

0.05

, 0.05

0.05

18-25

0.05

36-45

0.05

0.05
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0.05

0.05

18-25

0.05

18-25

18-25

26-35

Independent Sample t-test

123

0,05

26-35
36-45
18-25
36-45
26-35
36-45
18-25
18-25

0.05



36-45

18-25

Independent Sample t-test

B 1"X6 ""1

0.05

0.05

0.05
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0.05 7

3
1 )
2 )
3
1 )
Fam Waller (2003)

(Controversial

product) , )



“ ... 2547)

Barnes Dotson (1990)
(W ater pik)
Waller (1999)
(2002) Prendergast a (2003)

(Hair replacement product),

(2548)

Fam Waller (2003)

126

(Insurance)

Prendergast

(Pharmaceutical)



Fam

(Corporate advertising)

(Dating service) (3.46), (3.15)

(3.03) Prendergast

200

(Sex phone)

(Prendergast et al., 2002)

! 1,” 2549)

..., 2550)

Barnes (1988, as cited in Barnes & Dotson, 1990)

(Offensive advertising)

Waller (2003)

(2002)

(Chat-line service)
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128

Barnes Dotson
(1990)
3
(Condom), (Female
hygiene product) (Tampon)
(2548)
(Pre-test)
3 ,
(Barnes & Dotson, 1990; Prendergast & Hwa,
2003; Waller, 1999), (Poor taste)

(Aaker & Bruzzone, 1981; Barnes & Dotson, 1990; Fam et al., 2004)

(Semenik, 2002,

, 2547)

Barnes Dotson (1990)



Prendergast ~ Hwa (2003)

(Chat-line service)
(2548)

Prendergast

....” 2550)

Prendergast (2002)

Waller (2004)

Waller (1999)

Hwa (2003)

(Indecent language)



130

(Racist image) (Violence)
Fam Waller (2003)

(Offensive) (Controversial product)

(Racist image),

Advertising standard Authority (ASA)

(2002)

2,082

( , 2545)



(Prendergast & ,

2003; Prendergast et al., 2002; Walsh, 1994, as cited in Christy, 2006)

(Jones, stanaland, & Gelb, 1998; Riechert, 2003;

, 2541, , 2547)
( , 2545)
Prendergast
(2002)
Prendergast Hwa (2003)
(Sex object)
(Wells,

Burnett, & Moriarty, 2000, , 2545)



Weigold, Conna, & Garrison,

(3.35),

(2006)
(Irritating)
images)
(Minority)
203
(8%-15%)
(Annoying)

(2002)

400

1994,
(3.91)
(3.19) (3.15)
(Annoying)

Mittal (1994)

48%

(Deceptive)

(2545)

16-45

132

(Treise,

, 2545)

(3.39),

Christy

(Stereotypical

(Irritating)

Prendergast



133

AC Nielsen . . 2551 (51.51%)

(48.48%)

(2545)

(Speck & Elliott, 1997)



2551

...,” 2551)

Dudley (1999)

Severn, G. Belch

(2548)

. 2551

M. Belch (1990)

14
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36-45

18-25

@ ... 2551)

- 259)

( , 2548)
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136

(Censor)

(Advertising standard Authority, 2002; Fam & Waller, 2003;
Prendergast & Hwa, 2003; Prendergast et al., 2002; Waller, 1999; Waller, 2004;

, 2545; , 2548)

(2548)



137

(Sex object)

(LaTour, 1990; LaTour & Henthorne, 1993, , 2548)
Ford, LaTour Lundstrom (1991)
71.1
59.1
Speck Elliott (1997)

1

Solomon (2007)

Advertising standard

Authority (ASA) (2002)

2,082 74% 15-24
55

53%



Speck

Lee (2002)

(Intrusiveness)

, 2550)

, 2548)

5

Elliott (1997)

(Interrupt)

(2545)

Edwards
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139

36-45
} 18-25
(2545) :

(Lee & Lumpkin, 1992,

, 2545) Mittal (1994)

(Barnes & Dotson, 1990; Fam & Waller, 2003; Prendergast et al.,, 2002; Prendergast &

Hwa, 2003; Speck & Elliott, 1997; Waller, 1999)
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Lutz (1991)

(Affective component)

(Cognitive component) (Conative component)
(Belief) (Antecedent)
(Behavior) (Consequence) (
5.1)
5.1 (The Unidimentionalist

view of attitude)

Beliefs Attitude Intentions Behaviors

(Cognition) (Affect) (Conation) (Conation)

: Lutz, R.J. (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspective in consumer behavior (4th ed.). Englewood Cliffs,

NJ: Prentice Hall, p. 320.

Schiffman Kanuk (2004)

(2548)

(2545)



1. (Quantitative research)

(Qualitative research)

(Experiment research)

2.
3.
(Utilitarian product)
(Hedonic product) (High-involvement)
(Low-involvement)
4.

(Direct mail)
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(Billboard)
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